Marketing Insight

This series of marketing topics is aimed at small and medium size enterprises (SME’s) within the region. It is my intention to ‘demystify’ the role of marketing by highlighting some real examples of marketing at work, across a range of business sectors.

There is a danger to this type of approach. Marketing, as any Marketer will testify, is not an exact science. It is prone to opinion and all too often, is very difficult to quantify. Having said that, there is irrefutable evidence that those organisations that use a marketing approach benefit from a higher degree of success, profitability and sustainability.

And so, starting at the beginning … what is marketing? The Chartered Institute of Marketing (CIM) recently defined marketing as “Creating exceptional value for customers and shareholders.” 
This. I believe is part of the challenge that the modern marketer faces. It sounds ‘expensive’. It also sounds pretty well impossible to achieve – after all, adding value to the customer normally means adding costs … or does it?

My personal definition of marketing is this - ‘the managerial processes by which valuable business outcomes are achieved.’ 

A key role of marketing is to communicate the customer’s needs back to the company – enabling the company to make the correct business decisions to achieve their objectives. There is little benefit to be gained from manufacturing, assembling, sourcing, or supplying goods or services that nobody wants or needs. Therefore, the marketer should identify what the marketplace wants, find out what price the market is prepared to pay and estimate what volume the chosen route to market can best cope with at the determined price. Put simply – who, what, where, when and how much. 
Quite often, the bulk of this information is relayed to the management through the sales department – but with the demise of the ‘travelling salesman’ and the onslaught of e-commerce, there are fewer opportunities to gain precise and up to the minute objective information.

In a sense, it is easier to explain what marketing is not. All too often I meet people who mistake ‘marketing’ for ‘advertising’. And others mistake it for ‘selling’. 
In fact, the marketer has a ‘toolkit’ which covers specifically the price, place , promotion and product features as well as the people, processes, protection and physical evidence of the service delivery. A product or service is valued on each and every one of these criteria – charge more or less, sell through retail or wholesale, package in bulk or individually, advertise on line or in print … these are some example areas of decision making that the marketer shares responsibility for.

As this series will demonstrate, marketing is far more than selling or advertising and the better the SME can understand the benefits of a marketing approach, the more profitable their business will become. Each of the above disciplines will be discussed in more detail in future articles.


Next month. The origin of marketing … the shift from manufacturing oriented businesses through sales to societal marketing.
